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が、1996年に「“Cool Britannia” phenomenon in 1996」として紹介したことに端を発しているという3。
 1　 クールジャパン政策について（2015）
 2　 渡部順一（2016）を基に、大幅編集加筆。
































































料理界で日本食材の活用推進（Made FROM Japan）、日本の『食文化・食産業』の海外展開（Made 




































































































24　 讃岐釡揚げうどん丸亀製麺。最終閲覧 2018年 11月 15日。http://www.marugame-seimen.com/
25　 新光三越百貨股份有限公司。台湾の新光グループと三越グループの提携により設立された台湾企業で、三越

































26　 丸亀製麺台灣官方網站。最終閲覧 2018年 11月 18日。http://www.marukametw.com/
27　 有限会社佐藤養助商店。最終閲覧 2018年 11月 7日。http://www.sato-yoske.co.jp/home.html
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Advancing International  
Intercultural Businesses






Japan has been known for its strength in “manufacturing,” but its status is being usurped by 
developing countries. Thus, it is vital to cultivate new industries that can develop internationally. 
The Japanese government formulated the “Cool Japan Policy” in April 2012 to encourage 
Japanese products and services to advance into overseas markets, just as “anime” and “manga” 
have developed to the point that the Japanese words need no translation. Advancing Japanese 
products and service （creative industry） fields such as food culture, parcel delivery services, 
Japanese-style hotels （ryokan）, and traditional handicrafts is underway. In Taiwan, the ideas of 
Japanese “Omotenashi” for sightseeing, “Oishi” for food and “Kirei” for the Japanese aesthetic 
sense are popular.
This paper examines one part of cool Japan, the food business. We discuss how the business 
based on Japanese culture is currently being conducted in a totally different culture, Taiwan. In 
addition, we consider how to develop business strategies for the future. Using Japanese “U-don”
（thick white noodles made from wheat flour, salt and water） companies for our case study, we 
investigate Japanese companies advancing into the Taiwanese market from the viewpoint of 
“Nipponization,” “Localization” and “Sharing.”
The present research was funded by a grant from the Institute for Research in Humanities 
and Social Sciences in Miyagi Gakuin Women’s University for 2017 and 2018. 
